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UD LAUNCHES PRINT AD CAMPAIGN DURING SESQUICENTENNIAL YEAR, 
TAKES FUN APPROACH TO CONVEYING A SERIOUS MESSAGE 
DAYTON, Ohio -This ad campaign is entertaining, with a bit of an attitude. Consider 
this headline: "Nothing brings a community together like prayer. But tiny little wires come in a 
close second." 
University of Dayton officials and a national ad agency are taking a fun approach to 
conveying a serious message: As UD celebrates its sesquicentennial, it has come a long way 
toward earning a national reputation as a leader in Catholic higher education. It has quietly 
grown in prestige and is not-so-quietly telling alumni and the local community to take notice. 
"If we reach the end of this campaign and people say, 'Wow, there's a lot going on over 
there,' then we've done our job," says Fran Evans, vice president for University advancement. 
"More than anything else, we want these ads to invoke what the ad agency calls the 'wow 
factor."' 
Fitzgerald + Co., headed by UD alumnus and board of trustees' member Dave 
Fitzgerald, created five half- and full-page ads that will run over 12 weeks in the Dayton Daily 
News, starting this month. The ad agency produced the work pro bono, and the newspaper 
donated $350,000 worth of space- as part of UD's "Call to Lead" fund- and image-raising 
campaign. Fitzgerald + Co., a fully integrated marketing communications company 
headquartered in Atlanta, counts Coca-Cola, Georgia Pacific and the Island of Aruba among its 
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clients. 
The ads tout UD' s technological, curricular and research innovations. One headline 
boasts, "We have one of the world's largest campus ministries. Talk about extra credit." 
Another one reads: "Our student-managed portfolio grew 28 percent last year. Kids these 
days." They all end with the tagline, "We're busy over here." 
Hal Barber, vice president and creative director for Fitzgerald + Co., says the ads might 
surprise people. "There's a whimsical edge to them that's smart," he says. "The viewpoint is 
smart, confident. I think people automatically think universities take themselves too seriously. 
Higher education is serious business, but in advertising if you want people to take notice, you 
have to take them by surprise, take them down a direction they weren't expecting." 
Fitzgerald, who received a management degree in 1971 and an MBA in 1973 from UD, 
says the ads "break out of the clutter" of nondescript institutional ads. "We took a different 
approach to get people to say, 'Things are really happening at UD.' We have the opportunity 
to make us the pre-eminent Catholic university in the country. Obviously, you have to take your 
light out from under the bushel." 
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